American English, an assertive, stylized communication manner, and rituals such as 'playing the dozens' and 'jiving' " (Hecht et al., 1993, p. 19) . Communications become a critical vehicle whereby African Americans construct their social worlds, create, interpret, validate, and substantiate their cultural identities (Hecht et al., 1993) . "Culture is thus constituted and created through systematic and patterned communication that is interpreted through a shared code" (Hecht et al., 1993, p. 21) . Although Blacks may be reached by mainstream media, many of them respond more favorably to culturally-based communications that acknowledge their heritage and respect their culture. In fact, many Blacks often ignore messages that are perceived to be irrelevant to them personally or void of appeal to their culture or reference group. What is noteworthy for marketers to understand is that a multiplier effect is created when Black consumers see a Black lifestyle in a print or television advertisement at the same time they see a general market advertisement for the same product in mainstream media (Boggart, 1990; Rossman, 1994) .
Sport organizations are not exempt from responding to the importance of Blacks in the marketplace and should therefore increase their understanding of how culture influences effective sport marketing communication strategies. For the sport industry (at large) to improve its marketing and communication efforts to secure Black consumers, it must also understand the sociocultural implications for doing so. For sport to continue to grow and prosper as a business entity (i.e., maximizing the usage of its products and services among consumers who have the interest and resources to do so), sport organizations must (a) develop an understanding and appreciation of the functional and symbolic usefulness of their products and services to certain target markets and (b) devise appropriate channels by which to communicate the salient product market features to the desired markets. Herein lies the focus of this study.
SPORT ADVERTISING
Advertising is one vehicle marketers use to convey information about their products. It includes verbal and nonverbal cues, images, and printed and spoken words (Mullins, Hardy, & Sutton, 1993; Stotlar, 1993) . Advertising is defined as "paid, nonpersonal communication through various media by business firms, non-profit organizations, and individuals who are identified in the advertising message and hope to inform or persuade members of a particular audience" (Boone & Kurtz, 1992, p. 532.) Advertising is usually constructed around a message that has been designed to build an audience and promote an increase in sales (Shilbury, Quick, & Westerbeek, 1998) . It mainly includes media such as the newspapers, television, radio, magazines, billboards, videotapes, and video screens whose objective is to place the product or service in a favorable position with high visibility (Boone & Kurtz, 1992; Stotlar, 1993) .
The essence of advertising is effective communication with the desired target market. Effective communication is largely dependent upon shared values and should include signs and symbols (verbal and nonverbal) to convey meaning. Shimp (1997) defined meaning as "the perceptions (thoughts) and affective reactions (feelings) to a stimuli evoked within a person when presented with a sign such as a brand, or other consumption object in a particular context" (p. 109). Thus, meanings are subjective and are the internal responses elicited by external stimuli. Because each individual has a cultural software that imparts on their thoughts and behaviors that defines meaning in their lives, persuasive communications such as advertisements should therefore acknowledge the influence of culture on the effectiveness of communicating with members of different ethnic groups.
Advertising is often carefully crafted to be a conduit of culturally transmitted meanings. It works as a potential method of meaning transfer by bringing the consumer good and a representation of the culturally constituted world together within one comprehensive frame (Shilbury et al., 1998) . Some organizations devise specific advertisements with messages for particular ethnic groups, communicating with them in a culturally-attuned manner (i.e., targeted marketing communications). Others try to find a universal or common (cultural) denominator among the masses and use it as communication technique (i.e., mass marketing communications). Regardless of the approach, persuasive communications that ignore the influence culture are rarely successful. When consumers are exposed to advertisements that contain elements that are drawn from their culturally constituted world, they process the information and are actively involved in assigning meaning to the advertised product (Shimp, 1997) . Oftentimes, advertisements use verbal and pictorial symbols with overtones of meaning that are not directly related to the product (Boggart, 1990) . Because a brand represents the core product and the perceptions consumers have about the product and its unique added-value (Shilbury et al., 1998) , the symbolic nonproduct attributes also play a pivotal role in conveying meanings. Furthermore (in addition to addressing product and nonproduct attributes), some advertisements employ cues that are symbolic in communicating something about the buyers as consumers of the product being advertised. Thus, the overall objective of advertising is to position a brand of a product or service favorably by allowing the consumers to form mental links with the brand and internalize the symbols received in hopes of eliciting positive cognitive and behavioral responses.
As suggested by Altheide and Snow (1991) , sport is rife with elements that subject it to media formats and media logic. Sport events are very entertaining, and they have a massive appeal. Because they provide an effective medium for reaching large audiences, they are quite popular electronic and print communications vehicles for networks and advertisers. The impact television has had on sports (e.g., the changing of rules to make games more entertaining and faster paced, setting the time that games will be played to promote optimal prime time ratings) has created a price war for advertising during sporting events. Sponsors pay well in excess of $1 million to secure 15-to 30-second features during major professional sport events such as the Super Bowl, and more than $200,000 for popular collegiate sports events. Because of the magnitude of international sport events such as the Olympics, a substantial amount of money is required to obtain advertising rights. Also, networks pay a bundle to televise major sporting events. For example, CBS paid $3.5 billion to televise the 1992 and 1994 Winter Olympics, the 1990 National Football League Championships, and Major League Baseball Championships, and NBC paid $400 million to broadcast the 1994 Barcelona Games (Gorman & Calhoun, 1994) . In addition to the use of electronic media such as television, advertisers also use sport as a communication vehicle in the print media. The increasing number of culturally-based magazines and newspapers make them viable vehicles whereby advertisers can target messages to specific cultural/ethnic groups.
Notwithstanding the popularity of sport, the advent of electronic technology (remote controls, split screens, picture in a picture, etc.) has made zapping (the means by which viewers change the channels to avoid watching a commercial) a critical challenge to television advertisements. The amount of clutter in magazines and newspapers has also limited the effectiveness of print advertisements, making them susceptible to being rapidly scanned by the readers. Although advertisers cannot prevent zapping or scanning from occurring, they can infuse their advertisements with elements to ensure that viewers are motivated to watch their commercials and read their printed messages. It is therefore imperative that advertisers understand what product market features and communications strategies will be attractive to their target audience.
BLACKS' SPORT MEDIA CONSUMPTION
According to a report by Humphrey ("Black Spending Power," 1998), Black power is on the rise in the marketplace, making them an important segment to advertisers. The Black population is growing at a rate of 14%, compared with a 9% growth rate for the nation as a whole. Shimp (1997) suggests that the Black population is expected to reach 39 million by 2010. Humphrey ("Black Spending Power," 1998) reports that Black spending power is also growing faster than the national average and is projected to increase from $308 billion in 1990 to $533 billion in 1999 (reflecting approximately a 73% increase in less than one decade, compared with the national increase of approximately 57%). Humphrey's ("Black Spending Power," 1998) study forecasted that Black consumers will account for 8.2% of the total buying power in 1999 (compared with the 7.4% they accounted for in 1990). The study concluded that capturing Black consumers can make the difference between many businesses making a profit or suffering a loss.
Not only is the Black consumer market a sizable market, but it is one that places much significance on sports. Research has indicated that sports are more salient to Blacks than to Whites. Blacks are more likely than Whites to incorporate sport into their daily lives and to be more strongly affected by the sport outcome involving a favorite team or athlete (Rudman, 1986) . Spreitzer and Snyder (1990) also revealed that Blacks were also more involved in sports than Whites in their operationalization of passive sport involvement as a measure of the following seven dimensions: watching sports on television, listening to sports on the radio, reading the sport pages of the newspaper, watching/listening to sport news on radio or television, reading sport books, reading sport magazines, and talking about sports with friends. Black men scored higher than White men (60% and 40%, respectively), and Black women scored higher than White women (27% and 14%, respectively) (Spreitzer & Snyder, 1990) . Sachs and Abraham (1979) reported that the sport of basketball, in particular, was more salient to and had a more symbolic meaning to the Black culture than to Whites.
Advertisers and corporations who are seeking to use sport as a vehicle to communicate with Black consumers must be mindful of Blacks' noteworthy media habits. Blacks (a) (particularly Black females) watch more television than the general population, and the shows they watch are more apt to be those about Black people; (b) listen to the radio approximately 3.5 hours daily, which is about 30 minutes longer than White listeners; (c) prefer Black-owned radio stations and listen to AM stations more than Whites do; (d) can be reached with some general magazine publications, but prefer to read Black magazines; and (e) are more affected by advertising than Whites are, particularly when the advertisements contain elements that reflect their lifestyles (Boone & Kurtz, 1992; Hawkins, Best, & Coney, 1992; Johnson, 1995; Shimp, 1997) .
With regard to Blacks' viewership of televised sport events, Blacks comprised 14.6% of the viewing audience of postseason professional basketball games, 12.1% of the viewing audience for postseason college basketball games, 10.2% of the viewing audience of professional baseball games, 12.9% of the viewing audience of college baseball games, 10.2% of the viewing audience of postseason college football games, 8.3% of the viewing audience of postseason professional football games, 15.7% of the viewing audience of boxing events, 7% of the viewing audience of tennis matches, and 16.7% of the viewing audiences of track and field events (Simmons Market Research Bureau, 1994) . Thus, the three most popular sports among Black television viewers are track and field, boxing, and basketball. However, the sport with perhaps the largest appeal for advertisers (given its popularity in the United States) is basketball. Also, the sport of basketball was the most popular sport to watch on television for the subscribers of the Black magazines that were included in Simmons' 1994 Market Research Study. For example, postseason professional basketball was watched by 17.8% of Jet subscribers, 17.7% of Ebony subscribers, and 16.1% of Essence subscribers. Postseason college basketball was watched by 13.9% of Jet subscribers, 13.8% of Essence subscribers, and 13.3% of Ebony subscribers. Thus, basketball appears to be a popular sport for the print and electronic media consumption of Black consumers.
THEORETICAL FRAMEWORK "Ethnicity and culture become the frames through which we view African American communication to understand their experience of social reality and articulate their perspectives on appropriate and effective communication" (Hecht et al., 1993, p. 15) . Therefore, to examine effective means of communicating with Black consumers, it is imperative that the theoretical underpinning employed allows for a manifestation of the effects of African American culture. Hecht et al. (1994) presented some sensitizing constructs that are critical to a basic understanding of communication effectiveness. They referred to sensitizing constructs as the elements that enable people to create ethnic culture and identity and to reinforce commonalities. The sensitizing constructs they deemed important were core symbols (symbols of cultural beliefs, views, central ideas, and expressed behaviors that are identified through recurrent patterns that are verbal and nonverbal) that depict their interpretation of "what is," prescriptions (evaluative aspects and notions of what should be), whether communication is problematic (because of the transient nature of multiple identities and assigning multiple meanings and interpretations), code (broad system of beliefs, values, and images of the ideal reflected in language patterns), conversation (a patterned representation of a people's experience involving exchange of rituals), and community (a grouping of persons where communality is derived from shared identity). Hecht et al.'s (1994) sensitizing constructs are embedded in the theory of symbolic interactionism. Symbolic interactionism is a sociological perspective influenced by Blumer, with foundations in pragmatism (an interest in how individuals make practical adjustments to their surroundings). It is based on the following three premises: (a) Human beings act toward things on the basis of the meanings that the things have for them, (b) the meaning of the things arises out of the social interaction one has with others, and (c) the meanings of things are handled in and modified through an interpretive process used by the person in dealing with the things he or she encounters. Symbolic interactionism asks the question, "What common set of symbols and understandings have emerged to give meaning to people's interactions?" (Hewitt, 1994; Patton, 1990) .
Symbolic interactionism was also influenced by the works of the behaviorist George Herbert Mead: the mind, body, and conduct interconnectedness in influencing behavior. Self is the central object in symbolic interactionism. During encounters, the central object being negotiated is self. Symbolic interactionists acknowledge the multiple realities of the self as an object and they are concerned with the influence of a person's own conception of self and others' appraisal of that self, on conduct. In addition, they explore whether people orient their conduct to expectations of others in order to have their identities confirmed or be positively evaluated. Symbolic interactionism posits that the self (which includes self-image, self-esteem, and personal and social identity) is a powerful motivator for human behavior, communication, and interaction (Hewitt, 1994) . Advertisements that seek to convey cultural meanings must consider the impact of self and its role in ascribing meanings and formulating responses to advertising stimuli.
Symbolic interactionism is perspective oriented (allows for the participants' frame of reference to be employed), self referent (allows participants to rely on and refer to themselves in the process of an encounter/interaction via their self-concept, self-image, and personal and social identities), negotiable (allows participants to negotiate the encounter/interaction), relational (it acknowledges participants' relations to others), and it is processual in that it allows the participants to become involved in a process of social and cognitive exchanges (Prus, 1989) . The tenets of symbolic interaction (which also subsume the sensitizing constructs mentioned by Hecht et al., 1993) are necessary for understanding African American communication. As such, they collectively offer an appropriate perspective from which to evaluate the effectiveness of advertisements in their attempts to communicate meanings to Black audiences, allowing them to establish and maintain a sense of identity and affiliation with the product/service being endorsed.
PURPOSE OF STUDY
Because research suggests that sports in general and basketball in particular are salient to the Black culture, basketball appears to be a viable vehicle whereby sport advertisers may communicate with Black audiences. As such, sport marketers should note the premise (logic), grammar/ packaging/contextualization, and overall presentation and delivery of the messages contained in electronic and print advertisements associated with the sport of basketball that Black consumers may be exposed to. Thus, the purpose of this study was to examine the advertisements that used basketball as a communication tool and were placed in mediums that had high visibility among Black consumers. This study sought to examine the manner in which one sport organization, Nike, Inc., communicated with Black consumers from the sociological backdrop of symbolic interactionism.
METHODOLOGY
The methodology of symbolic interactionism is naturalistic, descriptive, and interpretive. Symbolic interactionism seeks to study symbolic interaction in the natural settings of the everyday world (Hewitt, 1994; Patton, 1990) . The languages, meanings, actions, and voices of ordinary people as conveyed in their verbs and nouns of the world they are experiencing are captured in the works of symbolic interactionists. Preferred methodology of symbolic interaction inquiry includes participant observation, life stories, ethnographies, and thickly contextualized interaction episodes. Thick description is the goal, as symbolic interactionists seek to uncover and illuminate the phenomenon under investigation (Hewitt, 1994; Patton, 1990) .
Using the 1994 Simmons Market Research Study as a backdrop, methodology was employed to enable the researchers to analyze and provide contextualizations of the meanings portrayed and interaction episodes depicted in Nike advertisements. To examine Nike's use of electronic media, a total of five different commercials that aired during the Saturday and Sunday games of the 1994 NBA playoffs were videotaped. For an examination of Nike's usage of print media, random issues of Black magazines (Essence, Jet, Ebony, and Black Enterprise) were surveyed to locate different Nike advertisements. Data for the print analysis were found in a 1992 and a 1993 issue of Black Enterprise magazine. The television commercials were recorded and transcribed, whereas the magazine advertisements were photocopied then transcribed. Each transcription was then coded by three independent African American researchers. The researchers performed a qualitative content analysis using a coding sheet to assess the premise of the message, the grammar/packaging/contextualization of the message, and the overall style of presentation and delivery of the message as suggested by symbolic interactionism. To establish coder reliability, the researchers combined their analyses and discussed any discrepancies before arriving at a consensus for each category. The objectives of the methodology were to examine the intentions of Nike as the communicator, as well as the speculative effects on Black consumers as the receivers of the communication.
DATA
Following is a transcript of the electronic (television commercials) and print (magazine) advertisements examined for this study.
ELECTRONIC MEDIA: TELEVISION COMMERCIAL 1
The commercial setting begins with Dennis Rodman (a Black male professional basketball player for the San Antonio Spurs) walking into a barber shop. The Nike logo flashes across the screen, and music is playing. The setting quickly flashes to Rodman being inside the barber shop sitting in a chair to get his hair done. The people in the barber shop are Dennis Rodman, Tim Hardaway (a Black male professional basketball player with the Golden State Warriors), David Robinson (a Black male professional basketball player also with the San Antonio Spurs), and a Black lady who is preparing to cut Rodman's hair. As Rodman begins to talk, the viewers are shown a television with a live flashback of him playing (the commercial allows the viewers to see Rodman in real life action). The camera then zooms in on the shoes Rodman is wearing (which are Nike's). He begins, "I wanna go out there and test it, you know? The money don't mean anything to me, you know? I can go out there and play for free." Hardaway replies, "See he got them two rings, that's what it is." Laughter is heard in the background along with "yeah that's what it is." Hardaway repeats louder, "Them two rings!" Robinson adds, "Yeah they can't do nothing to him now!" Hardaway jumps in, "Before he had them two rings he was like . . [gesturing humbleness]." The group responds with laughter and hand gestures. Rodman replies, "Aw them rings don't mean anything really." Hardaway interrupts, "Oh them rings don't mean nothin'?" Rodman replies, "Naw they're a part of history." Hardaway continues, " [Well] can I have one?" Rodman is speechless initially, yet replies with a smile "Oh no, no!" The people in the barber shop burst into laughter as they jive and joke with Rodman. The Nike logo flashes across the screen and the commercial goes off.
ELECTRONIC MEDIA: TELEVISION COMMERCIAL 2
The commercial setting begins with David Robinson (as mentioned in the previous commercial) walking down a sidewalk with George Gervin (a Black man who was formerly a professional all-star basketball player for the San Antonio Spurs, and their current assistant coach). They are laughing and smiling as they are about to enter a barber shop. Music is playing as they are walking along. The audience sees flashes on a television screen of Gervin playing basketball in the NBA. Then the viewers see Gervin sitting in the barber shop spinning a basketball on his fingertips. The people in the barber shop include Tim Hardaway (as previously mentioned), Robinson, Gervin, a Black barber, and a couple of other Black men. Hardaway opens up, "1977, butterfly collar" (the camera focuses on a poster of Gervin in a silk warm-up suit with a butterfly collar and "ICE" inscribed on it, hanging on the wall of the barber shop). "Walk outside with that on in San Antonio now, and you'll burn up!" The people in the shop respond with laughter and hand/body gesturing. The footage of Gervin shooting his finger roll appears on the television (in the barber shop). Hardaway continues, "George, tell us about that finger roll from the free throw line." Gervin responds, "Oh yeah, that was my patented, that was my patented shot. One thing I could do was finger roll." The people in the shop respond with an outburst of laughter, the viewers then see footage on the television screen in the barber shop of Gervin performing a finger-roll shot in an actual NBA game. The camera then gets a total picture of all of the men in the barber shop. The Nike logo flashes across the screen, and the commercial goes off.
ELECTRONIC MEDIA: TELEVISION COMMERCIAL 3
Charles Barkley (a Black male professional basketball player with the Phoenix Suns) appears on the screen with a black background (the picture is in black and white). A clipping from a newspaper appears on the split screen to the side of Barkley, and he begins to read:
Teens Held in Death of Four Year Old. Phoenix-Two teenagers were charged with second degree murder for the April drive by shooting of a four year old girl. The girl was in her living room getting ready for bed when a bullet pierced the front window and struck her in the head. She died instantly. This murder marks the 10th homicide in Phoenix this year involving juveniles.
Appearing on the screen is 1-800-929-P.L.A.Y paid for by Nike. A voice-over is heard saying: "Participate in the lives of America's youths." Barkley comments, "if not now, when?" The commercial then goes off. While Barkley was reading, he was continuously shaking his head in disbelief as he was emotionally bothered by this incident and related occurrences.
ELECTRONIC MEDIA: TELEVISION COMMERCIAL 4
The setting of this commercial begins with Chris Weber (a Black rookie professional male basketball player with the Golden State Warriors) walking into a barber shop. The Nike logo flashes across the screen as the music to a hit rhythm and blues song of the past, "Strawberry Letter 23," is playing in the background. The commercial immediately flashes to Weber being on the inside of a barber shop, sitting in the chair to get his hair done. Weber says, "The first person I ever dunked on was LaJuane Pounds, Detroit, Michigan! And he used to talk about my mother, talk about my shoes, my shorts . . . (the commercial flashes to Weber shooting baskets outside on a playground) . . . so I dunked on him! and I said nah! there! there you go! nah! nah!! and by that time they had gone down and scored a lay-up" (the camera flashes back to him sitting in the chair in the barber shop reflecting). "But that's all I remember from that game!" The people in the barber shop laugh. The only other visible person is the Black lady who is doing Weber's hair. The camera flashes on the Nike shoes Weber is wearing and footage of Weber dunking appears on the television in the barber shop. Weber continues, "He was the only kid who used to dog me and talk about me-but I wonder where he is now? Cause I wanna just say I dunked on 'em!" (Another footage of Weber dunking in an NBA game appears on the television in the barber shop.) Weber sits in the chair smiling. A voice, presumably that of Tim Hardaway, says, "He's probably bragging in the parks, he dunked on me, man Chris Weber dunked on me." Weber repeats, "He's bragging yeah, he dunked on me!" The commercial goes off.
ELECTRONIC MEDIA: TELEVISION COMMERCIAL 5
A rhythm and blues song "Express Yourself" is playing. The commercial opens up with two Black male youngsters peeking into the window of a barber shop. The commercial then flashes to the inside of the barber shop. One Black male who was sitting in the barber shop with a small Nerf basketball in his hand (Person 1) says, "Did you see Chris dunk on Barkley?" At this time the camera shows footage of Weber on the television in the barber shop coming down the court in an NBA game. At the bottom of the television in the barber shop is the Nike logo and an advertisement for a local radio station (K-FUNK 1450 AM). A flash of the Nike shoes Weber is wearing appears on the screen. A second person replies (Person 2), "Naw, I didn't see 
ANALYSIS/DISCUSSION
The content of the advertisements was analyzed according to the following three domains: the premise (logic) of the message, the grammar/ packaging/contextualization of the message, and the overall style of message presentation and delivery.
PREMISE/LOGIC OF THE MESSAGES
The premise of the Nike advertisements included in this study represented the historical and mythological foundation for Nike, Inc. Nike is the winged goddess of victory in the Greek mythology. Her domain was Olympus, where she sat at the side of Zeus, the ruler of the Olympic pantheon. A mystical presence, characterizing victorious encounters, Nike presided over history's earliest battlefields. A Greek would say "when we go to battle and win we say it is Nike" (Nike Publications, 1993) . A swoosh is Nike's symbol of performance excellence. As such, the media logic in the advertisements reflects their slogan of "Just Do It!" The "Just Do It" mentality was conveyed in the manner in which the advertisements spoke to the social ills plaguing America and the means by which people may overcome them with the support of and through interactions with their significant others (i.e., reference group, community). The logic of the Nike advertisements emanated from the premise of symbolic interactionism: meanings in their advertisements arose out of social interaction and human emotions and experiences. This was depicted in the interaction episodes displayed in the casual behavior of the men in the barber shops in the television commercials as they interacted to celebrate the accomplishment portrayed. This logic was also conveyed in the words of the print advertisements such as, Be it winning two NBA world championship rings, having a distinctive stylish move such as a patented finger roll, taking an active role to stop teen violence, remembering getting even in a nonviolent, sport-related manner with a bully or someone who picked on you, dunking a basketball over a very proliferate athlete to establish yourself and your turf, setting goals, or looking out for sons or brothers, Nike advertisements rewarded athletic prowess, yet also contained messages of hope and encouragement to overcoming social, physical, and psychological barriers that may seem insurmountable. Thus, the premise of the Nike advertisements posited Nike as a brand that goes far beyond its functional product attributes (in athletic excellence), but also has some symbolic usefulness to Black consumers as it endorses and celebrates nuances, emotions, and interactions that occur within the African American culture.
GRAMMAR/PACKAGING/CONTEXTUALIZATION OF THE MESSAGES
A language is critical to group membership and contact with the group via abstract and concrete objects (Hewitt, 1994) . Effective grammar must contain a language that is appropriate for the intended audience. The grammar and means by which Nike advertisements contextualized the language in which they communicated meanings and messages to their audiences were contained in a number of core symbols included in the advertisements. The conversational pattern of expression was perhaps one Blacks could relate to because they included patterned verbal and nonverbal representations of the Black participants' experiences. The participants in the commercials spoke to the audience in slang, jive-talking, with their codes, and with their jargon to "express themselves" (which was the title of one of the rhythm and blues songs playing in the background). Such an inclusion of rhythm and blues music was another strategic ploy, given that music is also a critical context for communication and many Blacks have an affinity to rhythm and blues music in particular. Also, in one of the barber shop scenes, the viewers saw an advertisement for an AM radio station (which was also strategically placed given Blacks' listening habits of AM radio stations). The exchange of rituals and nonverbal gestures depicted in the commercials such as handshakes, hugs, high fives, body gestures, and so forth that the participants engaged in conveyed a special meaning and were also a critical part of the language being spoken. The print advertisements were also packaged to speak a language containing the grammar and reflections of some of the elements of inner-city life as depicted in the silhouettes of dilapidated playground basketball facilities and equipment. The grammar in the print advertisements was culturally constructed and presented in a dichotomous manner.
My dad's a gangster. My dad's a father. My dad runs around. My dad runs 4 miles a day. My dad says women are only good for one thing. My dad says Black women are living jewels. . . . If he can't hit a curve ball, don't sweat him. If he's not doing well in school, give him hell. . . . Yeah, you're shooting for the stars, but that's cool.
Both the electronic and print advertisements contained a number of core symbols, codes, and conversations that were an integral part of the packaging of the message being communicated. Perhaps they served as sensitizing constructs, and allowed for the creation of cultural identities and the reinforcement of commonalities as the Black participants communicated with one another (in the electronic advertisements) and as Black readers were being spoken to (by the printed advertisements). Thus, the grammar/packaging/ contextualization of Nike advertisements was constructed with an appeal to some aspects of African American culture.
OVERALL STYLE OF MESSAGE PRESENTATION AND DELIVERY
The Nike advertisements did not present blatant product endorsements. The placement of its logo/brand symbol was secondary to the interactions and symbolic settings captured and portrayed in their advertisements. The focus of the Nike advertisements was on the culture of the participants in the commercials and social interactions they (as consumers of Nike products) engaged in. The theme of each advertisement was conveyed through human interaction, experience, and emotion. Although the advertisements allowed for the participants' frame of reference to be conveyed (i.e., perspective-oriented), they also may have allowed Black consumers to engage in self-referencing techniques because they could either see themselves or significant others in the settings portrayed. The advertisements were also processual, in that they drew the audience into the message (i.e., with live footage of the actual NBA games) and enabled them to be a part of the interaction episodes. Contributing to the processual nature of the Nike advertisements was the circular, fast-paced motion in which the commercials were produced and the print messages were written. The verbal and visual inflections of the advertisements allowed for the audience to naturally be a part of the setting. The commercial action and flow of the text allowed for spontaneous expressions because they did not have a very rigid or structured format. For example, the electronic advertisements began with a scene depicting the athlete entering the barber shop, then flashed back to the athlete competing in a real basketball game, then came back to the barber shop. This format was also depicted in the flow of the text of the printed ads: "My dad sent me money. My dad sent for me. My dad says school's for fools. My dad says knowledge is power. . . . Earn a Ph.D. Finish a marathon. Write a screenplay. Own an N.F.L. team." The action/message jumped from idea to idea and from person to person, fostering a contagion effect of communication which fostered interaction among the viewers and readers.
Perhaps the most critical element of the Nike advertisements in communicating with Black audiences, however, was their relational characteristic. The frame of reference for Nike advertisements is not only the immediate situations or individual circumstances, but rather a collective community that many Black consumers may relate to. Hewitt (1994) refers to the collective community as the set of real or imaginary others with whom the person feels a sense of similarity and common purpose. Marketers often utilize the reference group influence, and Nike marketing was no exception. The Nike advertisements contained real-world settings that did not have to be manipulated or artificially contrived or reproduced for television or magazines (i.e., hanging out in a barber shop, or playground basketball). The advertisements also contained real people speaking to an audience rather than at them. Even though Nike employed professional Black male athletes as their spokespeople, the athletes were portrayed in such a manner that reduced their celebrity status and made them believable people (i.e., barber shop patrons), as opposed to larger-than-life or privileged characters. Thus, the overall style of the presentation and delivery of the messages were constructed in a manner that contained characteristics that symbolic interactionism would posit as appealing to many Black consumers.
It has often been said that people will always tune into television/ radio station WIIFM (What's in it for Me). Because of their relevance to African American culture, the emotional content of the Nike advertisements may become a salient product market feature (speaking volumes to the African American culture) that will capture the attention of Black consumers thereby preventing commercial zapping and magazine scanning. The meanings of the messages were modified and interpreted through the code, conversation, presentation, and style of the advertisements that may be appealing to the Black culture. Thus, it appears that Nike's electronic and print advertisements contain the sensitizing constructs as mentioned by Prus (1989) , Hecht et al. (1993) , and the tenets of symbolic interaction to create relevant and symbolic meanings that are conveyed via plots, language/ dialogues, messages, images, people, and interactions that are drawn from the culturally constituted world of many Black consumers. In so doing, Nike has created advertisements that are very symbolic in their nonproduct attributes. Such symbolism may result in the association of culturally-salient meanings being a perceived attribute of the Nike product being endorsed. The swoosh, therefore, may be an external stimulus that represents the total packaging of the Nike experience that evokes a positive feeling (i.e., cultural affect) within Black consumers.
CONCLUSION
Measuring the effectiveness of advertising may be ascertained from an economic or sociological perspective. The economical assessment of effectiveness is based on the increase in sales that result from exposure to an advertisement. This method is problematic in that it is largely based on sales. If the objective of the campaign is not directly one of sales (for example, one of image enhancement) this approach is not befitting. Also, difficulty arises in measuring sales due to the time lag that may occur between exposure to an advertisement and actual purchase of the product or service (Mullins et al., 1993) . Although somewhat simplistic, this study adopted a sociological approach in analyzing the content of the selected Nike basketball advertisements, with regards to the means in which they contained the characteristics that were descriptive of the tenets of symbolic interactionism that may enhance communication effectiveness. One major limitation of this approach is the subjective nature of conducting a content analysis. Nonetheless, the methodology employed did allow for a cursory evaluation of Nike's attempt/ability to communicate with Black consumers.
Of course, merely including culturally salient elements in a communication is by no means a guarantee that viewers who culturally identify with them will respond in a favorable manner. However, research (Pitts et al., 1989) has revealed that Black consumers do respond favorably to advertisements that are culturally targeted to them. More systematic investigations are needed but (nonetheless) based on the premises of symbolic interactionism, Nike has packaged and presented its advertisements in a culturally appropriate manner that perhaps may promote optimal communication with Black consumers. As mentioned at the outset of this article, effective communication is largely dependent on shared values and meanings conveyed in symbolic verbal and nonverbal signs and symbols. Nike advertisements contain such symbolic features and also communicate something symbolic about its consumers. Schudson (1986) contends that advertising does not really change people's minds about a product, rather it is most effective when it celebrates the product, reinforcing existing attitudes. Nike advertisements do just that because they are drawn from the naturally occurring culturally constituted worlds of their consumers. In addition to the content of the message that may heighten viewer's interest in an advertisement, a person's conception of self is a driving motivational force (Hewitt, 1994) and may have grave implications in determining the effectiveness of the advertisement. From a symbolic interactionist perspective, Nike has been effective in including a number of sensitizing constructs that convey cultural meaning and may tap into the self-concept and consciousness of Black consumers, allowing them opportunities to relate, refer, establish, and maintain positive identities through the symbols used and images created and communicated via the Nike electronic and print advertisements.
Perhaps Nike's effectiveness in communicating with Black consumers contributed to Blacks' patronage of Nike products. Whereas Operation PUSH (People United to Serve Humanity, a Chicago-based civil rights organization) reported that Black purchases constituted 30% or $669 million of Nike sales, Nike reported that minorities accounted for only 13.6% or $303 million of its sales (Woodard, 1990) . Operation PUSH claimed that Nike had a poor record of hiring Blacks at the executive level and had limited investment in the Black communities. But even during its race-oriented controversy, Nike experienced a 42% increase in sales (Grimm, 1990) . So, it must be noted that Nike has received its share of charges for not being culturally sensitive to (and even being a bit exploitative of) the Black culture as a result of their intense, effective marketing efforts that are attractive to and reflective of Black lifestyles. Nike refuted the attacks and increased its hiring of Black employees (including at the executive level), its engagement in cause-related/social marketing activities, and its investments in the Black youth and in Black communities via projects such as inner-city boys' and girls' clubs, United Negro College Fund, Urban League, and educationoriented basketball camps (Grimm, 1990) .
Nike is not the only sport entity that has employed a cultural approach of marketing communications. For example, the National Basketball Association has advertisements that are rife with elements reflective of African American culture that may be a response to Blacks' affinity to basketball. Also, Major League Baseball (MLB) launched a commercial advertisement that featured Black rhythm and blues singer Aretha Franklin and rapper L.L. Cool J endorsing MLB. MLB also placed some print advertisements celebrating Blacks' contribution to baseball in a number of popular Black magazines such as Ebony. The National Football League also had a commercial advertisement depicting some young Black male youths playing football on inner-city playgrounds. Major League Soccer (MLS) also employed the talents of popular Black musicians in their commercial advertisement that featured rhythm and blues rap group Run D.M.C. promoting the MLS. Each of these ventures illustrates the need for sport organizations to address the cultural implications of communicating with Black audiences.
Advertising is a critical facet of marketing. When people buy products, they are also purchasing experiences that often become an extension of their psychosocial selves. Because of the increased cultural diversity America is undergoing, sport marketers and advertisers must be cognizant of the challenges of presenting advertisements to consumers who do not want to give up their racial, cultural, and ethnic uniqueness in their consumptions and purchase behaviors, but instead want their identities validated and their uniqueness acknowledged and respected (Wilson & Gutierrez, 1985) . Thus, advertisements (along with other elements of the marketing promotional and communications mix) should be carefully crafted to speak to the intended audiences in a culturally appropriate manner, highlighting the functional and symbolic usefulness of the product to the consumers. Nike has apparently sought to communicate with Black consumers by focusing their advertisements on human interaction and emotion, with an inherent social/cultural message accompanied by a peripheral product endorsement. Yet, care must be taken to convey messages that are not exploitative, but instead that promote the establishment of long-term positive relationships with consumers.
Learning how to devise messages to appeal to the uniqueness of ethnic markets (as well as to youth, women, senior citizens, etc.) without being culturally insensitive, exploitive, or offensive is something that sport organizations must master as they seek to expand and diversify their consumer bases in an ever-increasing culturally diverse environment. The theory of symbolic interactionism may assist in such regard by providing a lens through which marketing activities may be examined. Successful advertising strategies require a knowledge of the consumer, knowledge of the product, and communications that symbolically connect the two. Although Nike may forever be at the forefront of controversy regarding its marketing practices, their advertisements provide an illustration of the importance of understanding and applying a sociological grounding to the construction of marketing communications. In this regard, Nike knows how to "Just Do It!"
